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Abstract 
The Social network sites (SNS) has been rapid diffusion around the world. With the increasing 
importance of SNS, continuance intention also becomes a popular issue in the SNS context. SNS 
providers have to maintain better relationships with users and make individuals continue to use their 
sites. Based on this phenomenon, the objective of this study is to gain a better understanding of the 
continuance intention of SNS through examining the effects of commitments. Specifically, followed 
Meyer and Allen’s three-component model of commitment, we develop a theoretical model to 
understand the factors that influence normative, affective and continued commitment and investigate 
the effects of commitments on continuance intention in the SNS context. Through a survey-based 
empirical investigation, we anticipate the results to enhance our existing knowledge on continuance 
intention in the SNS context. 
Keywords: Social networking sites, continuance intention, commitment, three-component model of 
commitment. 
 
 
1 INTRODUCTION 
Social network sites (SNS) diffused rapidly around the world. Many SNS introduced constantly, but 
some of them fall apart soon in short time due to their disability in generating enough value elements 
for users to engage in long-term activities (Bettoni et al., 2007) Thus, it is critical for researchers and 
practitioners to understand the factors that can facilitate individuals’ online SNS usage behaviour for 
better knowing users’ continuance intentions and building strong relationships with them. 
      Although past studies had examined the continuance intention in SNS context (Shi et al., 2010; Lin 
and Lu, 2011; Chen et al., 2012; Al-Debei et al., 2013), there is still not a clear theory to explain why 
people tend to stay with current SNS (i.e. post-adoptive behavior). According to Moorman et al. 
(1992), commitment can reflect the business’s desire to maintain a valued relationship. This desire 
would make individuals choose to keep the relationship between individual and service providers. In 
other words, that relationship means continuance usage, and some empirical studies had demonstrated 
that (Zhou et al., 2012). In general, the importance of commitment have been increasingly recognized 
in predicting the volitional and continued use of organizational IT applications and social community 
applications (Malhotra and Galletta, 2005; Zhou et al., 2012). Therefore, in order to get better 
understanding of continuance intention in SNS context, this study wants to examine the role of 
commitment played in the relationship between consumers and service providers. Specifically, we 
look at the role of three-component model of commitment. In addition, this study examines the 
antecedents of the three-component model of commitment, respectively. Therefore, this research 
attempts to answer the following questions: 
• How does the three-component model of commitment impact SNS users’ continuance intention? 
• How do the antecedent factors drive users to build commitment in SNS context? 
2 LITERATURE REVIEW AND HYPOTHESES DEVELOPMENT 
This study adopts the three-component model of commitment to develop a model explaining 
continuance intention of SNS users. Figure 1 illustrates the conceptual model. This section provides a 
review of relevant literature and a theoretical rationale for these factors and develops the research 
hypotheses. 
 
Figure 1.   Research Model 
2.1 Social Network Sites 
boyd and Ellison (2008) define SNS as web-based services that allow individuals to construct a public 
or semi-public profile within a bounded system, articulate a list of other users with whom they share a 
connection, and view and traverse their list of connections and those made by others within the system. 
Past research in SNS context, has mostly focused on the impression management and friendship 
performance, networks and network structure, online/offline connections, and privacy issues (boyd 
and Ellison, 2008). To date, predicting continuance intention of SNS become popular, Lin and Lu 
(2011) conduct an empirical study integrating network externalities and motivation theory to 
understand why people use social networking, Chen et al. (2012) proposed an extended model based 
on Expectation-Confirmation Theory (ECT), Al-Debei et al. (2013) explain and predict continuance 
participation from an extended theory of planned behavior perspective.  
2.2 Continuance Intention 
Although initial acceptance of IS (information system) plays an important role for leading IS success, 
in the long-term, eventual success depends on continuance use rather than first-time use (Bhattacherjee, 
2001). IS users’ continuance decisions are similar to consumer’s repurchase decisions as they also 
follow an initial adoption phase, are influenced by the initial use, and can potentially lead to an ex post 
reversal of the initial decision, that is, to the discontinuance of the IS (Bhattacherjee, 2001). An 
individual’s continuance intention is defined as “the intention to continue using an IT” (Deng et al, 
2010). 
Studies have also used this construct to measure individual behavior in several different fields, 
including IS usage (Bhattacherjee, 2001), online auction usage (Wang and Chiang, 2009) and SNS 
usage (Sledgianowski and Kulviwat, 2009; Yoon and Rolland, 2015). Therefore, this study puts SNS 
continuance intention as the dependent variable of the model for measuring the subjective probability 
that an individual will continue to use SNS in the future. 
2.3 Three-Component Model of Commitment 
Meyer and Herscovitch (2001) defined commitment as “a force that binds an individual to a course of 
action of relevance to one or more targets.” “As such, commitment is distinguishable from exchange 
based forms of motivation and from target-relevant attitudes and can influence behavior even in the 
absence of intrinsic motivation or positive attitudes.” In general, the importance of commitment has 
been increasingly recognized in predicting the volitional and continued use of organizational IT 
applications and social community applications (Malhotra and Galletta, 2005; Zhou et al., 2012). 
Although some prior studies had adopted multidimensional commitment to explore continued use in 
online system, such as Zhou et al. (2012) use affective commitment and calculative (continuance) 
commitment to measure continuance use intention in SVW (Social Virtual World) service context, Li 
et al. (2006) found that affective commitment, calculative commitment were significantly associated 
with an individual's behavioral intention to continue to use a web site. However, to our knowledge, 
few researchers adopted completely the three-component model of commitment exploring continuance 
intention in the SNS context. 
Commitment refers to different underlying psychological states that reflect the nature of the 
individual’s relationship with the target of interest and that have implications for the decision to 
continue that relationship (Meyer and Allen 1997). These psychological states can be categorized as 
three distinguishable components: affective commitment, continuance commitment and normative 
commitment (Meyer and Allen 1997). 
Normative commitment “reflects a sense of obligation on the part of the employee to maintain 
membership in the organization” (Meyer and Smith 2000). Bansal et al. (2004) proposed that: in a 
consumer context, normative commitment results in consumers staying with a service provider 
because they feel they ought to. Meyer and Allen (1997) suggested that normative commitment 
develops through socialization when individuals internalize a set of norms concerning appropriate 
behavior. High socialization is the one of features of an SNS context, so we extended the argument of 
Bansal et al. (2004), in the SNS context, normative commitment results in individuals staying with an 
SNS service provider because they feel they ought to. 
“In an online community context, members may therefore experience normative commitment to an 
online community if socialization processes instill a sense of loyalty and obligation, or if norms of 
reciprocity leave individuals feeling indebted” (Bateman et al., 2006). Obviously, SNS is an service 
with high socialization, SNS users may developed the normative norm through the interaction with 
other SNS user (Meyer and Allen, 1997). For example, individuals built friendship with other SNS 
users, if the friendship is closed, individuals may get stress (e.g. hoping individuals to stay) while 
considering to leave incumbent SNS. Therefore, we defined normative commitment as “A norm-based 
attachment to the SNS”, and proposed the following hypothesis: 
 H1: Individual's normative commitment positively affects his/her continuance intention 
Affective Commitment refers to the psychological state of a user demonstrating an affective and 
emotional attachment to the service (Allen and Meyer, 1990). It reflects an emotional attachment to, 
identification with and involvement in an organization (Meyer and Smith, 2000). In a consumer 
context, this affective force binds the consumer to the service provider out of desire. It reflects an 
individual’s “psychological bond” (Gruen et al. 2000:37). Bansal et al. (2004) proposed that: in a 
consumer context, affective commitment results in consumers staying with a service provider because 
they feel they want to. Consisting with the binding between consumer and firm through repurchasing, 
Users may shape emotional attachment to SNS providers because of repeated use, so we extended the 
argument of Bansal et al. (2004), in an SNS context, affective commitment results in individuals 
staying with an SNS service provider because they feel they want to. 
Affective commitment has been long established that affective commitment enables an individual to 
continue in a relationship because of favorable attitudes, affect, emotion, and perceptions of his or her 
experience in the relationship (Jaros et al., 1993). As such, affective commitment is found to be an 
important predictor of intention to continue using online services (Li et al., 2006; Malhotra and 
Galletta, 2005). Therefore, we proposed the following hypothesis: 
 H2: Individual’s affective commitment positively affects his/her continuance intention 
The effect of continuance commitment on continuance intention has been long established in the 
organizational behavior literature (Jaros et al., 1993). In the organizational behavior theory, 
continuance commitment forces a person to continue with a relationship because the cost of 
withdrawal is too high. Similarly, the IS literature has found that continuance commitment is an 
important predictor to continuance intention in online services (Li et al., 2006). The activities of SNS 
are all on the internet, such as communication with other users and searching for information, it’s the 
one of online services. SNS users may spend too much cost (time, effort or emotion) to leave 
incumbent SNS, and this situation may result in continuing use incumbent SNS. Hence, we proposed 
following hypothesis: 
 H3: Individual's continuance commitment positively affects his/her continuance intention 
2.4 Subjective norm 
Fishbein and Ajzen (1975) suggested that an individual’s behavior intention is affected by his or her 
attitude toward the behavior and subjective norm. Subjective norms are a person’s perceptions that 
people important to him or her desire the person to perform or not perform a behavior; that is, they 
reflect perceived social pressure (Fishbein and Ajzen 1980). Both the theory of reasoned action (TRA) 
and theory of planned behavior (TPB) have argued that subjective norm affects behavioral intention 
(Fishbein and Ajzen, 1975; Ajzen, 1991). This argument has received support from extant research 
(Pavlou and Fygenson, 2006; Li et al., 2008).  
Since Web 2.0 applications are socially oriented, subjective norm is potentially related to their 
continued use. In the SNS context, subjective norm may be an influence related to user’s continued 
use also, because of the high socialization of SNS. SNS Users may reflect perceived social pressure to 
stay or not stay with the current SNS. And the stronger the subjective norms concerning the 
acceptability of switching service providers, the weaker the normative commitment to the service 
provider (Bansal et al., 2004). In other words, people have stronger subjective norms to current service 
provider and they would have stronger normative commitment to the current service provider too. In 
the SNS context, individuals have their own friends, no matter those friends came from online or 
reality, those friends will be the strength or pressure to make individuals stay or not stay with the 
present SNS provider. Therefore, we proposed the following hypothesis: 
 H4: Individual's perception of subjective norm positively affects his/her normative commitment 
2.5 Habits 
Verplanken and Aarts (1999) proposed that habit can be defined as “learned sequences of acts that 
have become automatic responses to specific cues, and are functional in obtaining certain goals or end-
states”. Research (e.g., Hull, 1943; Triandis, 1977) shows that a habit gains strength by satisfactory 
repetition of behavior. Habit is also an important antecedent of consumer behavior, often dictating 
current behavior independently of any rational assessment (Chaudhuri, 1999). Ouellette and Wood 
(1998) also proposed that once a repeated behavior becomes a habit, it will become automatic and 
performed without conscious decision, and further, that existing habits predict future intentions and 
behavior. Recently, researchers have begun to explore habit in IT, Limayem et al. (2007) showed that 
prior use frequency influences habits and that habits influence continued IT use, Lankton et al. (2010) 
also examined the prior IT use frequency, satisfaction and importance are antecedents to habit. Gefen 
(2003) proposed that habit is a major predictor of continued website use and it alone can explain the 
40% variance in continued behavior. Limayem et al. (2007) concluded that continued IS usage is not 
only a consequence of intention but also of habit. Although a number of studies have investigated the 
role of habit in various contexts, few studies have emphasized the concept of habit in the social 
network context. In this study, habit is treated as the moderator in order to examine its interaction 
effect in the research model. 
Users with habits toward to the IS, they want to keep staying with it (Gefen 2003; Limayem et al. 
2001). Murray and Haubl (2007) proposed that habits of use develop through the repeated 
consumption or use of a particular product. Wood et al. (2002) found that behaviors performed 
habitually were associated with lesser change in emotional intensity. Extending the argument of 
Murray and Haubl (2007) and Wood et al. (2002), in the SNS context, habit may develop through 
repeated use of a particular SNS, and users may habitually use SNS because of lesser change in 
emotional intensity. Therefore, we argued that habit would be the factor influence affective 
commitment, because habit is a psychological state to influence people to use the IS continually. We 
expect this influence holds in SNS context. Hence, we proposed the following hypothesis: 
 H5: Individual's habits positively affects his/her affective commitment 
2.6 Inertia 
Campbell (1997) defines inertia as a condition where “repeat purchases occur on the basis of 
situational cues rather than on strong partner commitment.” Inertia is the most efficient way when 
individuals believe they can confidently rely on a source of existing information to achieve objectives 
in a stable and reliable environment (Gulati, 1995). Several studies argued that inertia can drive 
customer repeat-purchases (e.g. Huang and Yu, 1999; Liu et al., 2007; Solomon, 2007; White and 
Yanamandram, 2004, 2007). Consumers who have high inertia will be reluctant to change even though 
the alternatives are more attractive (Liu et al., 2007).  
Nowadays, individual level inertia was defined as attachment to, and persistence of, existing 
behavioral patterns (i.e., the status quo), even if there are better alternatives or incentives to change 
(Polites and Karahanna, 2012). As author’s acknowledge, there are few researches discuss the 
influence of inertia in SNS context, but it may make users to stay with the incumbent SNS, because 
they have spent a lots of time or energy to build a strong relationship with other user, so user may 
developed a regular behavior with the SNS, further, we define inertia in an SNS context as attachment 
to, and persistence in, using a incumbent SNS, even if there are better alternatives or incentives to 
change.  
Polites and Karahanna (2012) conceptualized inertia as having affective components. Affective-based 
inertia occurs when an individual continues using a system because it would be stressful to change, 
because they enjoy or feel comfortable doing so, or because they have otherwise developed a strong 
emotional attachment to the current way of doing things (Barnes et al. 2004; Rumelt 1995). User 
experiencing affective-based inertia will continue using SNS because they want to use it, they get 
better experience with it (such as friends of SNS users will give emotional feedback to them when 
they updating the status), or they get a strong belonging and comfort to the current way of doing things 
and feel stressed relate to not stay. When inertia occurs, users tend to continue to use the incumbent 
system. Hence, we posit that inertia is positively related to affective commitment in the SNS context.  
 H6: Individual's inertia positively affects his/her affective commitment 
2.7 Perceived Value 
Perceived value can be described as user’s overall assessment of the utility of a product/service based 
on what is received and what is given (Zeithaml, 1988). Perceived costs include monetary payments 
and nonmonetary sacrifices such as time consumption, energy consumption, and stress experienced by 
consumers. In turn, customer-perceived value results from an evaluation of the relative rewards and 
sacrifices associated with the offering (Oliver and DeSarbo, 1988). Although the relationship between 
perceived value and adoption intention has been rarely examined in the literature, there is some 
empirical support that perceived value positively influences behavioral intentions (Sweeney et al., 
1997; Eggert and Ulaga, 2002; Kim et al., 2007).  
Continuance commitment occurs when there is a profit associated with continued participation and a 
cost associated with leaving (Kanter, 1968). This definition is similar with the proposition of Zeithaml 
for perceived value (e.g., the user’s overall assessment of the utility of a product/service based on what 
is received and what is given), and Al-Debei et al. (2013) also found that perceived value positively 
affects continuance participation intentions for Facebook users. However, users will measure the value 
that continue to use the incumbent SNS base on the cost and benefit they have already paid, so we 
hypothesize that perceived value has a direct and positive effect on continuance commitment: 
 H7: Individual's perceived value positively affects his/her continuance commitment 
2.8 Switching Cost 
Burnham et al. (2003) define switching costs as the onetime costs that customers associate with the 
process of switching from one provider to another. Switching costs are not only economic in nature 
(Morgan and Hunt, 1994) but also can be psychological and emotional (Sharma and Patterson, 2000). 
Factors influencing switching costs vary in accordance with the type of products, businesses, and 
customers. For instance, for technology products, technological inter-brand incompatibility can 
increase switching costs (Marinoso, 2001). In the business-to-business setting, switching costs can be 
classified as hard assets and soft assets (Nielson, 1996). And transaction-specific assets (TSAs) are a 
major source of switching costs (Williamson, 1981). For consumers or SNS users, switching costs 
include those that are monetary, behavioural, search, and learning related. 
Switching costs act as a constraint on IT users post-adoption choices (Kim and Son, 2009). 
Switching of personal technologies at least involves procedural costs—the time and effort a user has to 
spend on evaluating, setting up, and learning the substitute technology product if she chooses to switch. 
According to the investigation from GO-Globe (2015), time spent on social media is getting higher, 
individuals spent time to learn how to use particular SNS, to share their photos and articles, to read 
and response others status. Bansal et al. (2004) suggested switching cost is an antecedent of 
continuance commitment. And because of high switching cost for changing SNS, we expect the 
suggestion of Bansal holds in SNS context. Therefore, we proposed the following hypothesis: 
 H8: Individual's perception of switching cost positively affects his/her continuance commitment 
2.9 Relational Capital 
Relational capital is defined as the set of all relationships-market relationships, power relationships 
and cooperation-established between firms, institutions and people that stem from a strong sense of 
belonging and a highly developed capacity of cooperation typical of culturally similar people and 
institutions (Capello and Faggian, 2005). In other word, relational capital is that the level of trust, 
respect, and friendliness that characterize the interpersonal relationships between an individual and his 
or her peers (Zhou et al., 2012). Relational capital is applicable in the SNS context because of the high 
degree of social interaction in SNS services, that consist with the argument about relational capital 
which is the one related to the particular relationships which can influence people’s behavior, such as 
prospect and friendship. 
There has been evidence in the literature that social relationships characterized by high-level trust or 
friendship are positively associated with affective commitment (Bansal et al., 2004; Li et al., 2006). 
An empirical study demonstrated that relational capital positive influence users’ affective commitment 
to stay with service provider in Social Virtual World (SVW) context (Zhou et al., 2012). The relation 
between SVM users is similar to SNS, For example, there is high degree of social interaction in SNS, 
users established their own friendship, they would be affected to perform particular behaviors by those 
friends, such as changing thinking to the issue, purchasing product that friend recommended, therefore, 
we hypothesize that relational capital has a direct and positive effect on affective commitment: 
 H9: Individual's relational capital positively affects his/her affective commitment 
Relational capital involves a relational investment in social bonding (Burnham et al., 2003). In other 
words, it represents a constraint associated with customers’ social dependence (Stanley and Markman, 
1992). The loss of relational capital, which means the breaking of social bonds, would cause 
psychological or emotional discomfort. Indeed, a close social relationship featuring mutual trust, 
respect, and intimacy underscores the economic and psychological investments (e.g., time, effort, and 
emotions) put into developing and maintaining the relationship. Zhou et al. (2012) argued that users’ 
extent of relational capital is positively related to their continuance commitment. In the SNS context, 
user spent a lot of time, effort and emotion for building the relationship with other users. These 
relational-based investments cannot be recovered once the user quits use incumbent SNS, because 
these relationships are virtual, and are specific only to the SNS. Thus, we proposed following 
hypothesis: 
 H10: Individual's relational capital positively affects his/her continuance commitment 
3 RESEARCH METHOD 
All items of the constructs were adapted from prior studies with minor modifications to fit the SNS 
context. Items are measured on a seven-point Likert scale, with anchors from strongly disagree (1) to 
strongly agree (7). The constructs and operational definitions are described in Table 1. 
After the draft was designed, in order to clarify any ambiguities, a pretest was performed on four users 
and one expert familiar with SNS. Based on the respondents’ feedback, the questionnaire was adjusted 
to improve readability and ensure its accuracy and appropriateness. 
Data will be collected via a Web-based survey. The survey invitation with a hyperlink to our Web 
survey will be published in several virtual communities of online forums, and on the message boards 
of a bulletin board system (BBS). Individuals with experience using social network sites will be 
sincerely invited to join our survey. The respondents will be instructed to answer all of the questions 
based on their experience with the social network sites that they used most frequently. 
We expect to perform exploratory factor analysis using SmartPLS to conduct principal component 
factor analysis with varimax rotation on all constructs in order to obtain a number of factors and 
determine the indicators of each factor. 
 
Construct Operational Definition Instrument 
Continuance 
Intention 
The intention to continue using SNS. 3-item scale adapted from Bhattacherjee 
(2001) and Kim et al. (2008). 
Normative 
commitment 
A norm-based attachment to the SNS. 5-item adapted from Meyer and Allen 
(1997). 
Affective 
commitment 
An affect-based attachment to the SNS. 5-item adapted from Meyer and Allen 
(1997). 
Continuance 
commitment 
A cost-based attachment to the SNS. 5-item adapted from Meyer and Allen 
(1997) and Kumar et al. (1995). 
Subjective 
Norms 
The perceived social pressure of SNS 
users to perform or not perform the 
behavior. 
4-item adapted from Taylor and Todd 
(1995) and borrowed from the study of 
Dholakia et al. (2004). 
Habits 
The extent to which users tend to use 
SNS automatically without thinking. 
6-item adapted from the study of 
Verplanken and Orbell (2003). 
Inertia 
A status that SNS users attachment to, 
and persistence of, using incumbent SNS. 
4-item adapted from Gremler (1995). 
Perceived 
Value  
User’s overall assessment of the utility of 
a SNS based on what is received and 
what is given.  
4-item adapted from Cronin et al. (2000), 
Sirdeshmukh et al. (2002) and Kim et al. 
(2007). 
Switching Cost 
The onetime costs that SNS users 
associate with the process of switching 
from incumbent SNS to another. 
6-item adapted from the study of Ping 
(1993). 
Relational 
Capital 
Users’ perceptions of the relational-based 
value of using an SNS. 
5-item adapted from Tiwana and Bush 
(2005). 
Table 1.   Operational Definitions 
4 ANTICIPATED CONTRIBUTION 
This study shall make two key contributions. First, this study will contribute to our understanding of 
an individual’s continuance intention in using the SNS through the three-component model of 
commitment. Through this study, SNS providers could understand the effects of commitment on 
people to use the incumbent SNS continually rather than changing to other alternative SNS, and make 
suitable strategies for improving continuance intention and customer retention.  
Second, this study extends the antecedents of three-component model of commitment in the SNS 
context, past researches pay less attention on exploring the possibility of using three-component model 
of commitment in SNS context, and we add some new factors into original model, try to make it fit the 
studied context. 
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